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This assignment talks about the processes and stages of marketing, the role of the marketing value of customers, and stakeholder engagement and their impact on the marketing activities to organisations. 
	According to Kotler (2017), marketers deal with customers more than any other business function. He defines marketing as engaging customers and managing profitable customer relationships. This means the goal of marketing is to attract new customers by positive value and maintain relationships with existing customers by continuing to deliver satisfaction. For example, the phone shop o2, attract their new customers by lowering contract deals so that customers believe they are getting a better deal than they would anywhere else, then when it’s time for a phone upgrade, o2 will maintain their relationship by doing the same thing again resulting in customers thinking they are valued within the business. 
	The marketing planning process to Blythe (2016), is a diagram starting with objective settings (an aim), then moving onto to marketing audit which identifies the strengths and weaknesses of the idea, then tactical planning (how it will be done), once these are done organisations move onto the marketing mix. For example, McDonald’s new aim for this year is to provide fruit and vegetable bags for children’s ‘happy meals’, a strength could be allowing children to have certain nutrients they need, a weakness could be children may not eat them and throw them away, then McDonald’s would have to sell these too children by coming up with a USP (unique selling point) which will attract their target market. 
Smith (2004), says SOSTAC is an acronym for situation analysis, objectives, strategy, tactics, actions, and control. If an organisation doesn’t put SOSTAC into plan then they won’t be able to move onto the next plan of action for the business as they all help and support the plan. He also adds that the 3 M’s (Money, Men, Minutes) provide a smaller, simpler approach towards a marketing plan. SWOT analysis is the situation analysis for SOSTAC. SWOT stands for strengths, weaknesses, opportunities, and threats. Baines (2011) contended that the SWOT analysis has key questions that must be answered by organisations such as who their direct and indirect competitors are. An example of direct competitors would be EasyJet, Flybe, and Ryanair as they all offer the same service just different target markets, then indirect competitors would be HMV, Sony, and Apple’s iPod as they address the same target market but offer different products or services to satisfy their market needs.
	A mission statement to Kotler (2017) is what the organisation wants to accomplish in the larger environment. He says they should be meaningful, motivating, and should emphasise the company’s strengths and weaknesses in the marketplace. A mission statement must include a clear purpose and direction, aims, know their competitors, ensure customer focus, and differentiate from competitors. An example of an existing business’s mission statement is IKEA, they don’t want to be the world’s best and most profitable retailer, their statement is ‘to create a better everyday life for the many’, if IKEA attains this then profits should follow.  
	Objectives cascade down through an organisation, the hierarchy of objectives starts off with the mission, followed by the corporate objectives, then the marketing objectives and finally the promotional objectives. Fill (2009) explains we need objectives to provide direction and focus, to provide decisions that can be made consistently, and to provide a means by which success can be measured. For example, Apple introduced their new iPhone X this November 2017 and if they didn’t set these objectives they wouldn’t be able to identify their success compared to the other models they’ve made resulting in no direction for the next launch. 
The marketing mix is made up of 4 elements including Product, Place, Price, Promotion. According to Kotler (2017), the marketing mix is a tool each organisation uses to implement its marketing strategy and Kumar (2010) defines the marketing mix as a business tool that assists workers to pursue their objectives. For example, if a business sold cars, they would look into how much their competitor sold their cars and they would come up with a better price to ensure customers shop with them, this also builds on customer relationships. 
Product to Kotler (2017) is the goods-and-services combination the organisation provides to its target market. The product consists of its packaging, technology, quality, features etc. These different aspects can be the difference between a sale between one organisation and its competitor. For example, Coca Cola is sold worldwide for its brand name but many people prefer the cheaper alternative, Pepsi, meaning Coca Cola use their brand name as an advantage and they only have a minority share in the soft drinks market. 
Place to Kotler (2017) includes activities that make the product available to target consumers. Location is key for an organisation because if they are selling clothes, for example, it would be improper to be located on a road full of different car sales shops as no one would purposely go there. To get the product to the consumer, businesses would need to ensure their place is in a key location. To do this they will need to consider their target market and the product or service they provide. For example, retailing a product through a discount shop gives a different impression from retailing the product through an exclusive shop, this is because customers will naturally assume a t-shirt from an exclusive shop is made with high-end materials when in fact they use the same materials as the discount shop would it’s all about the label and branding. An issue in place decisions is the problem of power relationships in the distribution channels.
Price has different strategies such as penetration, skimming, loss leaders, competitor based, and discount. Kotler (2017) says price is the number of money customers pay for a product/service. People will depend whether the price given is suitable for them depending on value, worth, discounts, allowances, disposable income etc. some companies such as Alfa Romeo don’t charge the full sticker price, this means if the car sticker price was £20,000 for example, the actual worth of the car could be £15,000, meaning customers will negotiate a lower price of around £17,000 which the car company will accept as they haven’t lost £3,000 they have made a profit of £2,000. This results in building customer relationships as they will believe they are getting a very good deal when in fact the company itself has provided a good pricing strategy. 
Promotion strategies are there so consumers are aware of the product/service. Promotion means activities that communicate the merits of the product and persuade potential customers to buy it says Kotler (2017). Promotion isn’t hard to sell as customers think they are getting a good deal although it’s important to see what their competitor deals are as well. For example, Dominos now have an ‘emoji ordering’ service meaning people can tweet the company to order food, no other company has done this so there’s no competition in that sense but people who order on twitter won’t be able to include a promotional offers they may have, so instead of doing this they will order food elsewhere that does have online promotional offers. 
	Customer value to Peter and Donnelly (2002) is the ratio of benefits to price and is what the customer gets in exchange for what the customer gives. Customers are vital to an organisation, to ensure customers are fully satisfied with an organisation, organisations must provide a positive amount of customer service. Kotler (2017) describes a service as being an activity, satisfaction or benefit provided in a sale that is intangible and doesn’t end in the ownership of anything. 
	Service marketing has 4 different elements to it, intangibility, inseparability, variability and perishability, these all increase customer satisfaction in their own ways. Intangibility to Blythe (2016) is a product that cannot be touched. This has negative points for consumers as they will not be able to hold or see what they are purchasing. For example, ARGOS have a system where people look through a catalogue and purchase items before they can see them, this doesn’t support consumers wants and needs as they are unable to hold the product to see if the price is at its worth and if the product quality itself is worth the money and customer satisfaction which results in no value of customers. He states inseparability is the production and consumption put together, meaning the services can’t be separated from their providers. For example, customers don’t pay for a certain product they pay an active role in its delivery so this could create value for customers as there is more involvement resulting in them being satisfied with the organisation. As for variability, Blythe (2016) defines this as the quality of the service due to who provides it and when, where and who. For example, Kotler (2017) said the Marriot Hotel has a reputation for providing better service than other hotels, even so, one member of staff could be welcoming when another could be unpleasant meaning staff moods can differ on their own well-being not purposely towards the customers. This can result in some value for customers as some staff from the Marriot put effort into their guests whereas some others may not be bothered to do so if this happens the organisation won’t build relationships meaning the customers won’t come back. Finally, perishable to Blythe (2016) is services that cannot be stockpiled for later use. For example, if an airline had 10 seats left on one flight, the price would go up each time one was sold so if the price for the 1st seat out of the 10 was £50 then the last seat would be more than that. The organisation influences the price of these seats by advertising how many seats are left, they will have a sign next to the price saying ‘hurry, only 4 seats left’ for example which influences consumers to hurry and purchase the seat before they go.  
	Service control is important in any business as it’s a competitive advantage that can be obtained by organisations consistently providing high-quality customer service compared to their competitors. Kotler (207) explains that customer service expectations must be exceeded, all customers are different so will all expect different things so it’s important organisations meet their target market needs to ensure standards are set, during this performance should be monitored to check all members of staff are allowing their service users to feel valued. To improve service quality organisations should always listen to their consumers as the customer is always right, they should also surprise customers with unexpected promotions to build on relationships, they should work as a team so if they see a member of staff in need of support to ensure they meet the needs then they should do so, employee research is also vital as John Lewis use media to achieve its brand engagement and sale goals which is a good example of how research can attain sales from customers. 
	The (CIM, 2014) describes a stakeholder as being a person, organisation or group who has a direct or indirect stake within an organisation as it can impact or make an impact by the organisations actions, policies and objectives. Publics and stakeholders mean the same idea but are a different range of individuals and groups in which have an interest towards an organisation. A primary stakeholder is a firm that won’t exist without their participation such as an investor or contractors. A secondary stakeholder influence or are influenced by the organisation but are not engaged in transactions with the corporation or its survival such as media or trade unions. This makes an impact on marketing activities due to it making such an impact on the organisation itself, without a stakeholder there would be no sense of direction regarding the actions, policies and objectives, an organisation would simply not know what, and how they are working towards anything. 
	In order for stakeholders to be aware of what they need to know for the organisation, they must be aware of how involved they are within the organisation, this will allow them to know their boundaries and what exactly they are able to do. They must also be aware of what information they already have and what they are likely to receive, this is due to stakeholders being aware of what stage the organisations in and what their mission is to improve or work towards. They must also know how to react to new sources of information, they must come up with strategies as to what is the best way to overcome their objectives so they don’t waste time or money for the organisation. During this, communication is key to stakeholders as they have a specific objective to obtain meaning if a group of stakeholders don’t concentrate and communicate then they won’t be successful (Kotler 2017). 
	Stakeholder diagrams are categorised due to importance, size, internal/external, power/interest and reach, this is classed as prioritising, also known as Mendelow’s classification. He classes them into group of high power/low impact, which keeps stakeholders satisfied as they know what’s happening, high power/high impact, this manages key stakeholders who should be fully engaged in all communications, low power/low impact, which monitor may be ignored if time is stretched, finally low power/high impact, this may be helpful for stakeholders to take steps to increase their influence by putting people into groups (Mendelow, 1991). These diagrams make an impact on marketing activities as they allow organisations to prioritise what needs to be done, how it will be done when it will be done and who will do it. For example, I have been working within a group on creating blog posts, we prioritised what topics were important for us to include, we then chose who will be writing what by communicating with each other and this resulted in is creating our blogs within our time limit and ability. 
	As myself and my team have been working towards Matthews House organisation, which provides hope and hospitality to the vulnerable of Swansea, we underwent a various amount of tasks on tactical communication tools such as blogs, Facebook, Posters etc. 
I wrote a blog about the money box I placed in my family restaurant, I wrote about this because it was a hit there as we raised the most amount of money from this. We raised £100 from one small box alone, this proves the success we attained from placing it there and spreading the awareness of the organisation. I also wrote a blog post on the ‘Go Fund Me’ page I created, we didn’t make a lot of money from this tool, we only made £50 but I think it’s because some people were unsure as of whether the website was legit or not so this wasn’t as successful although we turned it around and had sponsor sheet forms instead which was more of a success as we could raise money and spread awareness of the organisation to people as we were seeing them face to face. Another downfall was the fact that not many people got to see out blog posts, even though we all shared onto our Facebook pages, people weren’t clicking on them too have a look, so I think if we were to do it again I would ensure our target market got to see our site, for example, people who tend to do fundraising activities often and people who are aware of Matthews House. 
[bookmark: _GoBack]	I also made a Facebook page including the events we, as a group, we’re going to do to support Matthews House, for instance, I added an event stating the date and time we were going to walk up Pen Y Fan. This was successful as people liked our page and many people viewed it, I also wrote Facebook posts onto ‘Matthews House’ Facebook page, ‘Matts Café’ Facebook page and ‘The homeless period of Swansea’ Facebook page to spread awareness which went well as this meant more and more people got to see what myself and my team were doing to support this organisation. If I was to do it again I would ensure all members of my group shared it to their personal Facebook pages as well as the more people who see my page the better because people are more likely to donate when the word is spread about an organisation.	
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